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ABSTRAK 
 
Penelitian ini bertujuan untuk menguji pengaruh kualitas produk dan harga produk 
terhadap brand image secara parsial dan simultan. Populasi pada penelitian ini 
yaitu pembeli dan pengguna sepatu converse di Store Converse MOG, sampel 
sebanyak 150 responden dengan menggunakan metode purposive sampling. 
Teknik analisis data yang digunakan yaitu regresi linear berganda. Hasil 
penelitian ini mengindikasikan Kualitas Produk dan Harga berpengaruh secara 
simultan terhadap Brand Image. Sementara itu Kualitas Produk berpengaruh 
positif terhadap Brand Image begitu pula dengan Harga berpengaruh positif 
terhadap Brand Image. 
Kata Kunci : Kualitas Produk, Harga, Brand Image  
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CONVERSE BRAND IMAGE 
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ABSTRACT 
This study aims to examine the effect of product quality and product prices on 
brand image partially and simultaneously. The population in this study were 
buyers and users of converse shoes at the Store Converse MOG, a sample of 150 
respondents using the purposive sampling method. The data analysis technique 
used is multiple linear regression. The results of this study indicate Product 
Quality and Prices have an effect simultaneously on Brand Image. Meanwhile 
Product Quality has a positive effect on Brand Image as well as Price has a 
positive effect on Brand Image. 
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